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Abstract
Balanced development is the aim of any company, ensuring the company’s existence in a long-term, all the while 
promoting the growth of the sector and economy. In Latvia and in other European Union countries, the numeric 
majority of companies are micro, small, and medium enterprises (SME), furthermore, due to the lack of resources, 
small companies find it difficult to develop on the global market. Small and medium enterprises must choose
methods of product development and market promotion that are different from big companies’ methods, choosing 
only those tools from the available tools for company development and increasing competitiveness that are most 
suitable for the particular company’s needs and peculiarities. One of possibility to use e-environment for mentioned 
purposes. 
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1. Introduction
Fast development of technologies, economic globalization and many other external circumstances stimulate 
company’s competitiveness. In the electronic market, as in the classic one, there are factors, such as globalization, 
development of new technology, price sensitive consumers, Internet, new distribution and communication channels 
that influence entrepreneurship. As a result of e-environment development, e-commerce and e-marketing grow as 
well. 
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There are people of various consumer age groups among the electronic market participants representing various 
generations (Pre-boom, Baby boom, X Generation, Net Generation, Next Generation) (Tapscott, 2008) however 
younger people prevail.  Each generation has its own experience and habits in using the e-market. Therefore 
knowledge about peculiarities and e-market behaviour of different generations is important in entrepreneurship, in 
order to successfully operate on the electronic market, as well as to understand the changes and challenges expected 
in the future of e-commerce.
The performed scientific studies show that proper and skilful use of modern technologies can contribute to 
significant development of companies. Growth of technologies occurs rapidly and the electronic environment 
continuously develops and improves along with it. General “e-zation” is taking place the world over, promoting re-
structuring of business models and a change of the overall paradigm. The electronic environment is used for various 
needs – for trade, marketing, advertisement, studies, communication, training, etc. Simultaneously, there is an 
opinion claiming that in future, the majority of transactions will be performed on the electronic market, hence 
advancing the dominant position of the e-environment in achieving entrepreneurship competitiveness.
The electronic environment already now offers companies practically all the necessary marketing and 
communication tools for ensuring company development by creating competitive advantages, nevertheless, not all 
companies can employ the opportunities rendered by the e-environment, in order to increase company 
competitiveness and productivity.
One of the major trends in today’s business is the shift to the exploitation of the Internet and electronic 
environment for entrepreneurial needs. Latest researches confirm that e-environment provides a range of possibilities 
and opportunities for companies, especially for micro-, small- and medium-sized companies, which have limited 
resources. The usage of e-tools raises the effectiveness and the profitability of an organization, as well as its 
FRPSHWLWLYHQHVVâþHXORYV	*DLOH-Sarkane, 2013).
The aim of the article is to analyse e-environment tools for different business needs, as also to detect factors, 
affecting the use of e-environment tools by companies.
E-environment tools for business needs
Based on prior studies and having analysing e-HQYLURQPHQW WRROV âþHXORYV  WKH DXWKRUV RI WKH DUWLFOH
propose grouping them as follows: e-environment tools of company’s marketing communication; e-environment
tools of confirming and identifying presence; recognisability e-environment tools. Based on an analysis of e-
environment tools, also based on Kotler’s platform models (Kotler et.al 2000), the authors has developed a 
proportional distribution of a company’s e-environment tools (Fig. 1).
As can be seen from the figure, the authors refer social internet networks to all three platforms of a company’s e-
environment tools. Nowadays, social internet networks have become more than just sites for gathering and 
communication. Owing to modern technologies, mobile internet has become ever more popular. The use of mobile 
internet fosters the use of social internet networks for various aims, including entrepreneurship. Representatives of 
Latvian mobile operators point out that the users employ mobile internet also for obtaining information, 
entertainment, studying, online purchases, online banking, and reading daily news (Dienas bizness, 2012).
To find out what e-environment tools, what way, and for what purposes are used by companies in their daily 
work; what are the barriers for availability of various tools, etc., the authors has conducted a study on the use of the 
e-environment by Latvian SMEs in entrepreneurship.
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Figure 1. Conceptual framework: Proportionate distribution of company’s e-environment tools [the author’s original work]
2. Method
The theoretical and methodological groundwork of the study is formed of scientific articles, monographs, 
regulatory enactments and researches, conference materials, internet resources, expert opinions published in Latvia 
and abroad, as well as the authors’ performed study about the use of e-environment in entrepreneurship analysis and 
a comparison. In development of the article, generally accepted qualitative and quantitative data analysis methods of 
the economic science were employed, among them, statistical data processing, data grouping, inductive-deductive 
data analysis methods. The scientific study employs surveying, observation, as well as comparative, analytical, and 
graphical methods, which are used by the author to compare and analyse facts and assess solutions to specific issues. 
With the aim to establish which e-environment tools are used by companies, what is the intensity of their use, and 
what are the companies’ skills in using them, author of the article carried on the survey. 
Time of the survey: May 2012 – October. Sample base – an internet survey created on an online e-survey site 
www.visidati.lv, as well as by posting an announcement with a call to participate in a survey in social networks –
www.linkedin.com, www.facebook.lv, www.skype.com, www.draugiem.lv. The database of SIA Lursoft was also 
used. Overall, the survey was sent to 2100 Latvian companies, 1600 of which were SMEs. The call to fill in the 
questionnaire was sent to Latvian company managers and leading employees. The questionnaires were sent out 
twice, and a part of companies were called by phone and asked to fill in the questionnaires. Filled-in questionnaires 
with answers to all questions were received from 526 companies.
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3. Results
As the result of analysis of e-tools, e-environment tools have been categorized based on their respective use in 
entrepreneurship and using Kotler’s platform models principle. They are divided in three groups: company social, 
communication, and business platform. The totality of e-environment tools to be used in a company constitutes what 
is known as the proportional division of company’s e-environment tools, providing an overview of the general use of 
e-environment tools at the company’s clients and stakeholders, as well as promotes company’s development. 
As a result of processing the answers and factor analysis and interpretation, ten factors affecting the use of e-
environment in the respondent companies were elucidated. Taking into account the obtained variables and 
correlation quotients (Jansons & Kozlovskis, 2012), the authors has performed their interpretation and has created 
factors classification: 
1. company managers’ and management’s understanding of the types of use of e-tools;
2. understanding of communications tools and their use in entrepreneurship; 
3. understanding of e-business models (authors’ remark: taking into account the variables in this factor, as 
well as correlation quotients, it can be concluded that companies have no clear understanding of the meaning of e-
business models); 
4. company’s communication with the stakeholders in online mode; 
5. company’s website, which is a tool of sales and marketing (authors’ remark: companies have these tools, 
but have no understanding of the aims that the tools are intended for and how to use them); 
6. the use of e-environment tools in market and consumer studies (authors’ remark: companies are informed 
of the existence of such tools, but are not aware of how they could be used); 
7. understanding of state-offered services (authors’ remark: the factor is affected not only by weak use of the 
business tools, but deficiencies of several e-government tools, which encumber their use);
8. acceptance of e-environment tools among employees; 
9. versatility of e-environment tools in a company; 
10. use of state e-services for business and private needs.
Various indicative assessment systems may be used for assessment, for instance, Key Performance Indicators 
(Parmenter, 2007). There are several systems that can be used for measuring performance and that contain 
qualitative and quantitative indicators. For instance, Performance Measurement Matrix (Neely, et.al 2000). The 
matrix includes internal and external factors that are not related to costs. With indicators of the Results and 
Determinants Matrix (Pun & White, 2005), a company can measure the efficiency of using resources, product 
quality, innovative activity, etc. The expanded balanced indicator system or the Balanced Scorecard (Cooper & 
Schindler, 1998) allows assessing the level of satisfaction of stakeholders, company’s value proposal etc. 
Engagement of stakeholders can be estimated with the Business Model canvas (Osterwalder & Pigneur, 2009). This 
model can be used for determining the stakeholder groups and for assessing each group in order to choose indicators. 
Based on sources of scientific and business writings, in order to help companies managers properly measure 
effectiveness of e-environment tools using, authors of the article offer 26 indicators (penetration, satisfaction, sales 
forecast, brand development index etc.).
4. Conclusion
The authors’ conducted study on the use of e-environment in entrepreneurship proved that a range of e-tools is 
available simultaneously, which can ensure more effective use of company’s resources and development in a long-
term, however entrepreneurs do not know all of them or do not know how to or do not wish to use them. By 
informing the company managers about the available e-tools and their use, considerable increase in competitiveness 
of companies can be achieved, which concurrently ensures creation of additional values for the company’s clients 
and stakeholders, as well as promotes company’s development.
Based on the study results, the authors conclude that overall companies are using e-environment tools. There is an 
apparent lack of information and poor knowledge of entrepreneurs regarding the use of e-environment tools in 
entrepreneurship. A positive conclusion – the companies understand that with e-environment tools, insufficient or 
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missing resources can be replaced / supplemented. Companies also are willing to gain knowledge and learn how to 
use e-environment tools for entrepreneurship needs. Several answers point to managers’ and employees’ partial 
acceptance of e-environment tools, which is a hindrance for comprehensive use thereof.
The performed factor analysis points to insufficient information about the use of e-environment in 
entrepreneurship and to poor knowledge about the use of e-environment tools in entrepreneurship. Managers and 
employees of Latvian companies are aware that e-environment tools can be used to replace/supplement the 
insufficient or lacking resources. The advantage of the use of e-environment tools is that no significant financial 
resources must be invested, because the main resources needed are time and human capital.
Studies show that companies have a low level of knowledge about e-environment tools, opportunities provided by 
them, as well as their use for entrepreneurship needs. The willingness of companies to gain knowledge and learn 
how to use e-environment tools for entrepreneurship needs is a positive trend; it could be a signal for educational 
establishments of various levels to introduce new training programmes relevant for the market demand, etc.
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